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The restaurant industry has become one of 
the most profitable industries in the world. 
International and local restaurants are satisfying the 
demand of customers in variety of range of products 
and services (Sabir et al., 2014). Customers have 
distinguishable psychological responses to their 
consumption experience and these are the primary 
antecedents of customers' attitudes or stated 
evaluations regarding their consumption experience 
or cumulative customer satisfaction. This 
satisfaction, in turn, influences customers' 
behavioral intentions in the form of a predisposition 
to repurchase and consume the product or service 
again which brings customer loyalty (Johnson et 
al., 2001). While first-time guests may have general 
expectations, a repeat guest may have more specific 
expectations based on the past experience. On that 
account restaurants need to know that all guests, 
new or repeat, have certain expectations that drive 
their evaluation about the restaurant (Ford et al., 
2012). So the success of the restaurant is dependent 
on the company's ability to continually study 
customers' expectations and respond to them by 
developing ways to avoid the problems in the future 
(Ford and Heaton, 2001). Because if a guest comes 
on a date or at a time when the organization for 
whatever reasons fails to meet expectations, for that 
guest the restaurant is no good or a major 
disappointment. As a result only one unfortunate 
incident can negatively influence the opinion of the 
guest and anyone the guest talks to both in person 
and virtually, through a web site posting, or social 
media site (Ford et al., 2012). Moreover, it is 
revealed that user-generated content (UGC) is 
perceived as more trustworthy when compared to 
tourism intermediaries such as official tourism 
websites, travel agents and mass media advertising 
(Fotis et al., 2012).
The advent of the internet has brought about 
a word-of-mouth revolution. Through the internet, 
individuals can make their thoughts and opinions 
easily accessible to the global community of internet 
users (Dellarocas, 2003). It is accepted that one of 
the best developments on internet technology is Web 
2.0 which creates an interactive communication and 
leads to the emergence of social networks. Social 
networks are online communities of people who 
communicate with each other with sharing their 
common interests and activities (Miguens et al., 
2008). As mentioned, social network sites have a 
great effect on customers more than any other media 
channels (Amis, 2007). Consumers prefer to use 
such recommendation websites because they are 
generally formed between consumers with similar 
interests. So consumers trust each others' opinions 
and they think that it is both relevant and unbiased 
than advertisements (Smith et al., 2007). UGC are 
one of the most used social networks. A great 
number of travelers are using these social networks 
which have been composed by travel consumers 
rather than service providers (Gretzel et al., 2007). 
In this context, it also has some advantages for 
restaurant managers as it enables to follow and 
respond customer needs and complaints.
The purpose of this study is to analyze the 
customers' evaluations of Chinese restaurants 
operating in Turkey in terms of customer 
satisfaction. By running this study the travel advice 
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website TripAdvisor® (TA) is used as it enables 
its consumers to create their own contents and be 
a part of this process. TA provides rankings for 
hotels, restaurants and visitor attractions around the 
world. So it is thought that it would be beneficial 
to make analysis of this website as it has a wide 
variety of evaluations about Chinese restaurants in 
Turkey. It is clear that, in recent conditions, 
consumers' expectations and demands can change 
easily, so to pursue and determine these changes 
should be great importance for tourism market 
especially with regard to ethnic restaurants. 
Consequently, the importance of the study comes 
off as it handles the consumers' evaluations in terms 
of consumer satisfaction.
LITERATURE REVIEW
Costumer Satisfaction in Restaurants
Consumer satisfaction, which is an important 
result of marketing activity, includes both purchase 
and consumption. It also connects post purchase 
phenomena such as change, repeat purchase and 
brand loyalty (Churchill and Surprenant, 1982). 
Satisfaction is expressed as a consumer expectation 
that occurs between customer and service providers' 
interactions and based on tangible and intangible 
evaluations such as service delivery and product 
quality (Wilson, 1995). Hunt (1977) defines 
satisfaction as ''an evaluation rendered that the 
(product) experience was at least as good as it was 
supposed to be''. According to Oliver (2015) 
satisfaction acquires after consuming a product or 
service. The growing competition in the restaurant 
industry and the increasing importance of customer 
loyalty has revealed need to provide a better service 
and to satisfy consumers as in other industries 
(Ladhari, et al., 2008). Although in general customer 
satisfaction is related with customers' revisit, it 
doesn't mean that satisfied customers' come again 
the same restaurant certainly. However, customers, 
who aren't satisfied, don't come back to again 
(Soriano, 2002). In literature, the factors that affect 
customer satisfaction differ from each other.  Ha 
and Jang (2010) has indicated that customer 
satisfaction and loyalty were directly affected by 
food and service quality. Soriano (2002) concludes 
that customer satisfaction of restaurant is affected 
by the quality of food (Food), quality of service 
(Service), cost/value of meal (Cost), place/ambience 
or atmosphere of the restaurant (Place) while 
Haghighi et al., (2012) states that customer 
satisfaction of restaurant is affected by food quality, 
price, service quality, restaurant location and 
restaurant atmosphere. Alonso et al., (2013) clarifies 
that price, location, menu variety, product/service 
quality, food's nutritional content and previous 
experience are most important variables that 
influence the choice of consumers to restaurants. 
Mill (2007) states that customer satisfaction of 
restaurant is influenced by nine factors. These are: 
service quality, availability of parking, delicious 
food and satisfactory preparation, convenient hours 
of operation, accommodating employees, value for 
money, cleanliness of operation, food safety, and 
responsiveness to the customer's complaints. In their 
research Clemes et al., (2013) examine the studies 
on ethnic restaurants and state that when choosing 
an ethnic restaurant, customers are affected by 
service quality, food quality, dining experience, 
social status, marketing communications, local food 
options, value for money, and demographic 
characteristics. Lastly, Yüksel and Yüksel (2003) 
concludes that costumer satisfaction of restaurants 
is affected by ten factors such as service quality, 
product quality, menu diversity, hygiene, 
convenience and location, noise, service speed, price 
and value, facilities and atmosphere.
To sum up, in literature food (Soriano, 2002), 
service (Yüksel and Yüksel, 2003), perceived value 
(McDougall and Levesque, 2000) and atmosphere 
(Ha and Jang, 2010) are accepted as the most 
important factors that affect customer satisfaction.
METHOD
The aim of this study is to analyze UGC about 
Chinese restaurants operating in Turkey in terms 
of customer satisfaction. Lack of the related 
researches in the literature adds value and reveals 
the importance of this study. Qualitative research 
method is used in this study and in order to ensure 
the validity and reliability, it is based on the Guba 
(1981)'s four criteria (credibility, transferability, 
dependability and confirmability).
UGC data are gathered from TripAdvisor® 
website (TA) between 22.02.2016 – 03.03.2016 by 
the way of document review in qualitative research 
method. The reason for TA used as the data source 
is due to its being one of the most comprehensive 
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travel websites in which includes more than 320 
million user comments. Within the scope of this 
research, 74 Chinese restaurants -operating in 
Turkey- was found on TA. Purposive sampling 
method is used, and to ensure the reliability, 
restaurants having 50 and fewer comments are 
eliminated from the study. Besides in order to analyze 
the most updated comments, data is limited to last 
two years (2014/2016-till March 3th) comments. 
Moreover Turkish comments are not taken into 
consideration in order to examine tourist views only. 
As researchers' foreign language proficiency is 
limited to English, comments involving other foreign 
languages are removed. As a result, 2744 comments 
belonging to 34 restaurants are analyzed to define 
satisfaction characteristics of customers towards 
Chinese restaurants operating in Turkey.
All the gathered data is analyzed with content 
analysis technique in qualitative research method. 
In that respect, 2744 gathered comments from TA 
are transferred to Microsoft Office Excell® and 
three researchers individually read them carefully. 
At the first step, while defining the categories, TA's 
auto categories (food, value, service, and 
atmosphere) are accepted, but after reading all the 
content several times, the "other" category was 
added among the TA's auto categories. Due to the 
often-informal nature of the UGC, all of the 
comments are touchily read on several occasions 
by three authors on the process of parsing of the 
sentences. Users' incorrect grammar, informal 
expressions, idioms and slang words are taken into 
account as well. Afterwards the sentences are niched 
into categories, and at the second step, the comments 
in categories are carefully reread and codes are 
created. When they are created, firstly the sentences 
are segmented based on the possible codes on the 
strength of general reflection of meaning, and then 
they are under-laid in related codes. In the following 
step, comments under codes attentively reread and 
sub-coding process carried out based on the co-texts 
and frequencies of statements. Once the process of 
coding and sub-coding is completed, three 
researchers come together to compare and discuss 
about the codes and sub-codes and finally built a 
consensus. At the final step, descriptive adjectives 
(e.g. so, really, extremely, etc.) are removed and 
sub-codes are lexicalized and simplified. For 
instance, the use of "lot, a lot, lots of" is represented 
as "lot" or "really great, extremely great, absolutely 
great, etc." is represented the term "great" in 
sub-codes. 
The content analysis process lasted 30-90 
minutes for each restaurant. Categories, codes and 
sub-codes are ratified by two different leading 
experts. During the whole research, all the authors 
often met up and the research is repeatedly looked 
over and required revisions are done. IHMC 
CmapTools® is used for mapping of categories, 
codes, and sub-codes. An example of the 
categorization and coding process is illustrated in 
Table 1 over the comment written below.
"...This place did not disappoint. All of our 
dishes were delicious. The place is a must if 
you want authentic Chinese food. The wait staff 
is friendly and attentive. Prices are good for 
the amount of food you get. Very centrally 
located although on a side street so it isn't 
something a tourist would stumble across. 
Would come back again!"
          (User 12)
Sentences Categories Codes Sub-codes
This place did not disappoint Other + General Evaluations Experience
All of our dishes were delicious Food + Taste Delicious












Prices are good for the amount of food you get Value + Price Good
Very centrally located although on a side street so 






Off the beaten track
Would come back again! Other + Re-visit Intension Come back
Table 1. Process of categorization, coding and sub-coding
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FINDINGS
Addressing the ratings of customers on TA 
about Chinese restaurants operating in Turkey, it 
is clear that positive evaluations are more than 
negative ones (Table 2). In the process of posting 
a comment on TA, an overall rating about the 
restaurant is required to be able to post a 
comment, on the other hand, the ratings of the 
restaurant categories are optional, so as it is not 
a must, some of the users rate only the restaurant 
itself but not the categories which explains the 
difference between the total rating and the 
category ratings in Table 3.




Table 2. Satisfaction level of customers towards Chinese restaurants
Categories Positive % Negative % Total
Food 822 ,83 161 ,17 983
Service 835 ,85 145 ,15 980
Value 791 ,80 193 ,20 984
Atmosphere 476 ,80 115 ,20 591
Table 3. Customer ratings of Chinese restaurants on TA
According to the findings obtained from 
content analysis, five main categories [Food, 
Service, Value, Atmosphere, Other] occurred as 
affecting the satisfaction evaluations of customers 
both positively and negatively. Codes and sub-codes 
for each category are given with the figures below. 
And it is essential to point out that in each sub-code 
mostly used five phrases are shown on both the 
positive and negative related codes. But for some 
of the sub-codes, less than five phrases are obtained 
from content analysis (i.e., Cleanliness in Service 
(+) and (-), Complimentary in Value (-); see Figures 
below), so in that case all of the phrases are given 
on the mapping.
Food
Figure 1. Positive codes and sub-codes about food category
Upon examining the positive comments under 
Food (+) category, eight different codes [General 
Evaluations, Taste, Comparison, Experiences, Menu 
Diversity, Taste, Recommendation, Amount, 
Authenticity] and sub-codes related to each code 
are identified (Figure 1). According to the findings, 
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the most commented code is noted as "general 
evaluation" that includes customers' common ideas 
about food. "Taste" is also evaluated as one of the 
most significant components of food category that 
means customers consider the taste of the food as 
important. On the contrary, the least commented 
one is "recommendation". This code covers the 
suggestions of customers about different kinds of 
Chinese food to their friends, families or potential 
customers. An example of positive comment 
including both the general evaluation and taste of 
the food is given below.
"... The food was good and appetizing with 
plenty of flavor..."                (User 28)
Figure 2. Negative codes and sub-codes about food category
When negative comments are considered 
under Food (-) category, eight different codes 
[General Evaluations, Taste, Comparison, 
Experiences, Menu Diversity, Taste, 
Recommendation, Amount, Authenticity] and sub- 
codes related to each code are identified (Figure 
2). The most commented code is indicated as 
"general evaluation" that contains customers' 
common ideas about food. On the contrary, the least 
commented one is "inauthenticity" based on 
customers' criticism about the authenticity of 
Chinese food. By this issue customers complain 
about either food's not being original, proper or real 
Chinese or being Turkish influenced. In addition 
to this issue, they prefer the food's being cooked 
by Chinese chefs. Negative comments about the 
general evaluation and inauthenticity of the food 
can be seen in the following examples.
"... We didnt have an issue with anything other 
than poor food..."               (User 350)
"... Totally not real Chinese food served here... 
Owner & cook is not Chinese..."  (User 793)
As can be seen in the negative comments of 
"menu diversity", customers complain mostly about 
finding 'no pork' meat in the menu which is 
perceived as the result of Turkey's being a Muslim 
country. But due to its being an international cuisine, 
they expect the availability of this choice and sound 
off about 'too many chicken' in the menu. Lack of 
the 'vegetarian' food selection is another case for 
the customers. Another interesting finding has been 
specified in the "experience" code which includes 
the negative feelings and perceptions of customers 
about the food stating a few of them 'feeling sick'. 
Negative comments about menu diversity and 
experience about the food can be seen in the 
following examples.
"...The only down is that they have no pork..."
(User 210)
"... There wasn't a massive amount of dishes... 
not good for vegetarians..."       (User 821)
"... My daughter was sick for two days after 
eating here..."                  (User 160)
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Service
Figure 3. Positive codes and sub-codes about service category
Upon examining the positive comments under 
Service (+) category, seven different codes [Staff, 
General Evaluation, Cleanliness, Comparison, 
Presentation, Free Services, Speed] and sub-codes 
related to each code are identified (Figure 3). The 
most commented code is noted as "staff". According 
to the customers, the manner and attitudes of staff 
and managers are the most essential issues in the 
positive evaluation process of the service. On the 
contrary, "comparison" is the least commented code. 
Comparison of the services with other restaurants 
includes the issues such as staff, service speed, food 
presentation, and cleanliness. An example of 
positive comment about staff is given below.
"...The wait staff is friendly and attentive. The 
manager was a really friendly Chinese lady...“
 (User 3)
"... They are the most professional, the 
friendliest I have ever met in my life..."
(User 706)
Figure 4. Negative codes and sub-codes about service category
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When negative comments are considered 
under Service (-) category, six different codes [Staff, 
General Evaluations, Cleanliness, Comparison, Free 
Service, Speed] and sub-codes related to each code 
are identified (Figure 4). The most commented code 
is indicated as "staff". According to the customers, 
the manner and attitudes of staff and managers are 
the most essential issues in the negative evaluation 
process of the service as it is seen in the same way 
of positive evaluations. But on the other hand, 
negative comments include problems caused by the 
staff. Some of the customers even claim being 
threatened or there are examples of swearing waiters 
in the negative comments. "Speed" of the service 
is also another significant issue for the negative 
evaluations of customers. The least commented code 
is "free services". The only problem customers have 
about free services is the low connection of internet, 
and they have no other complaint about free 
services. Negative comments about staff and service 
speed can be seen in the following examples.
"...We refused to pay for some of the meal as 
it was so bad, we were threatened with the 
police..."                       (User 456)
"...He got really mad and he got into my 
partners face and started swearing..."
(User 766)
"...had to wait a solar year before food was 
brought..."                        (User 656)
Value
Figure 5. Positive codes and sub-codes about value category
Upon examining the Value (+) category, four 
different codes [Price, Complimentary, Discount, 
Comparison] and sub-codes related to each code 
are identified. The most commented code is found 
as "price" that includes customers' common views 
about the money they pay for food and services. 
If customers' perception about price is reasonable 
then it can be said that they are mostly satisfied 
with the restaurant. On the other hand, the least 
commented one is "discount". Customers seem well 
receiving discounted rates. Under the 
"complimentary" it is noted that restaurants offer 
free cocktail, coffee, tea, bread, and other kinds of 
drinks. An example from positive evaluation of 
price is given below.
"...Price was really reasonable got two courses 
sides and two rounds of drinks for £30..."
(User 2000)
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Figure 6. Negative codes and sub-codes about atmosphere category
When examining the Value (-) category three 
different codes [Price, Comparison, 
Complimentary] and sub-codes related to each code 
are identified (Figure 6). The most mentioned code 
is found as "price" that includes customers' common 
ideas about the money they pay for food and 
services. On the contrary, the least one is 
"complimentary". It means that restaurants' do not 
offer anything such as coffee or cocktails to their 
customer. Unlike "value (+)" category, "value (-)" 
category has no discount code. An example of 
negative code of price and complimentary given 
below.
"...Extremely overpriced for the quality of food 
being served..."                  (User 544)
 "...Didn't get any complementary bits like 
prawn crackers though..."        (User 450)
Atmosphere
Figure 7. Positive codes and sub-codes about atmosphere category
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Under the category of the Atmosphere (+) 
four codes [General Evaluation s, Ambiance, 
Location, View] and sub-codes related to each code 
are identified. The most mentioned code is found 
as "general evaluation" that includes customers' 
common ideas about atmosphere, place or venue. 
On the contrary, the least one is "view" that includes 
customers' ideas about restaurants sight. It is clear 
that customers prefer to like watching outside. 
Another positive code is "ambiance". Ambiance in-
cludes customers' evaluations about décor, setting, 
surrounding and music. Positive comments about 
Atmosphere (+) code can be seen in the following 
examples. 
"… Great live music from a very talented 
musician, creating a great ambiance made this 
the highlight meal of the holiday!"
(User 2278)
"...Lovely atmosphere..."           (User 80)
"...An open top terrace excellent view across 
the busy street..."              (User 2555)
Figure 8. Positive codes and sub-codes about atmosphere category
When analyzing the Atmosphere (-) category 
four codes [General Evaluation s, Ambiance, 
Location, View] and sub-codes related to each code 
are identified. The most mentioned code is found 
as "ambiance" that includes customers' negative as-
pects about décor, setting, surrounding and music. 
Customers mostly criticize restaurants as being 
'empty, noisy, not authentic, and smoky.' On the 
contrary, the least one is "view" that includes cus-
tomers' negative aspects about restaurants sight. An 
interesting finding in "general evaluation" about res-
taurants is that customers complain about insects 
like flies, wasps, and ants. They have seen them 
not in their plate or food but around surrounding 
like under the table. Negative comments about 
Atmosphere (-) can be seen in the following 
examples.
"… We had thousands of ants under the table 
and clusters of soil where ants were coming..."
(User 298)
"… Restaurant off the beaten track not worth 
the walk…"                     (User 693)
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Other
Figure 9. Positive codes and sub-codes about other category
Under the Other (+) category, four codes 
[Recommendation, Re-visit Intention, General 
Evaluation and Comparison] and sub-codes related 
to each code are identified. The most commented 
code is noted as "recommendation" that includes 
customers' suggests restaurants to other customers. 
On the contrary, the least one is "comparison" that 
includes customers' comparisons the restaurant to 
other restaurants. These comparisons refer to 
Chinese restaurants in town, in Turkey or sometimes 
in other countries they have been to worldwide. It 
is understood from "recommendation and re-visit 
intention" codes that customers were mostly 
satisfied. Also the authors came across actualized 
re-visits in the comments when analyzing the data. 
Although not given the above because of the not 
being enabled to group, it is related to satisfaction 
and loyalty. "General evaluation" code includes 'ex-
perience and restaurant evaluations' of customers. 
'Experience' is about the quality of time they spent 
in the restaurants. Positive comments about Other 
(+) can be seen in the following examples.
"…we'll be back next year..."      (User 1214)
"…definitely recommend a visit…"
(User 2727)
"…It was an amazing experience…"
(User 708)
Figure 10. Negative codes and sub-codes about other category
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Upon examining the Other (-) category four 
different codes [Re-visit Intension, recom-
mendation, Comparison, General Evaluation] and 
sub-codes related to each code are identified (Figure 
10). The most mentioned code is found as "re-visit 
intension" that includes customers' not returning res-
taurant again. On the contrary, the least one is "com-
parison" that includes compare the restaurant to oth-
er restaurants. These comparisons refer to Chinese 
restaurants in town, in Turkey or sometimes in other 
countries they have been to worldwide. Negative 
comments about other (-) can be seen in the follow-
ing examples.
"…Never again will I walk past that restaurant 
let alone eat in it.
I would not recommend this place to anyone..."
(User 791)
"…genuinely one of the worst restaurants I 
have ever had the displeasure of eating…"
(User 544)
CONCLUSION
Benefiting from the knowledge based sources 
is the result of 21st century developments in technol-
ogy which enabled consumers to transfer their food 
and beverage expectations from to the virtual 
environment. One of the most important reflections 
of these developments is the social web sites. The 
user generated websites enable the consumers to 
share their evaluations based on their food and bev-
erage experiences which directly identifies the sat-
isfaction levels. In this research, one of the most 
preferred user generated website TripAdvisor is 
used to analyze 2744 comments on the Chinese res-
taurants operating in Turkey. 
Based on the analysis of 2744 comments of 
Turkish consumers’ on 34 Chinese restaurants oper-
ating in Turkey, the satisfaction level is found to 
be 85%. Food, service, value, atmosphere and other 
factors are determined as the factors affecting the 
satisfaction level. These factors are analyzed and 
the codes and the sub-codes are identified. Since 
the comments on food type are more, it is selected 
to be the most effective dimension. The quality of 
food is determined to be the most effective factor 
on the overall experience and the re-visit intention. 
Soriano (2002) and Gupta et al., (2007) also defined 
the quality of food as the most important criteria. 
And besides Pantelidis (2010), reminds us “food 
is truly king”, it is important category that effects 
customer satisfaction.
Based on the analysis of the comments, serv-
ice is the second category that is underlined most. 
The code emphasized are the staff and management 
which embody personal behaviors and attitudes. 
Since restaurant staff is in contact with the custom-
ers, positive or negative behaviors determine the 
overall satisfaction level whereas the speed of serv-
ice delivery, hygiene and cleanliness and pre-
sentation are the codes. Service quality directly af-
fects the customer satisfaction and re-visit intention. 
Sweeney et al., (1992) aimed to measure customers’ 
perceptions of restaurants’ service quality, and 
found out the behaviors’ of the staff to be the most 
effective dimension. Besides Adam et al., (2015) 
found out that whenever the service providers satisfy 
the customers, the customers encompass good mem-
ories and it enables them to re-visit the restaurant 
again. 
Other criterion effective is the value. Value 
refers to the comparison of the food consumed and 
the cost (Kim et al., 2006). Price is the most fre-
quently emphasized code concerning value. The per-
ception of cost of any food and/or service is one 
of the most effective factor. Ha and Jang (2010), 
also identified price perception as the leading factor. 
Another factor affecting the satisfaction level 
is the atmosphere. The frequency of general evalua-
tion is the highest compared to the other criteria. 
Customers expressed their general feelings. 
Namkung and Jang (2008), identified food, service, 
atmosphere where Heung and Gu (2012) identified 
restaurant’s atmosphere effective on re-visit in-
tention and WOM is also effective to share positive 
feelings. Other factors identified by the researches 
are also affective on re-visit intention and loyalty. 
In conclusion, the factors that modify the sat-
isfaction and re-visit intention are food and services. 
Value, atmosphere and other (general perceptions 
about the restaurant) factors are also found out as 
the leading dimensions. 
Most important limitation of the research is 
that the analysis comprises the comments belong 
to 34 Chinese restaurants each of which have more 
than 50 comments. Besides only English comments 
are selected, and in addition, comments before 2014 
are not taken into consideration. Further research 
should not only evaluate comments in other lan-
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guages but also other consumer generated sites. 
Chinese restaurants in other countries can also be 
considered to be analyzed.
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